The current study was conducted to investigate the effect of internal marketing on organization-based self-esteem at Isfahan University of Medical Sciences. The relationship among internal marketing components (payments, managerial styles, environment of the organization and employee participation) with organization-based self-esteem was investigated. Standard internal marketing questionnaire by Ahmed and Rafiq (1993) which has twenty three questions and Pierce and Gardner's organization-based self-esteem questionnaire with ten questions were tools of data collection. The study was conducted using descriptivefield method. The statistical population included five hundred employees of Isfahan University of Medical Sciences among whom one-hundred fifty four persons were selected through stratified random sampling method. Opinions of experts as well as confirmatory factor analysis were used to confirm content validity and face validity. The results indicated confirmation of the questionnaire. In order to ascertain the reliability, Cronbach's alpha coefficient was applied that was obtained equal to 0.95 and 0.90 respectively for internal marketing and organizationbased self-esteem. A significant relationship was obtained between internal marketing (payments, managerial styles, environment of the organization and employee participation) and organization-based self-esteem using statistical tests such as Kolmogoroff-Smirnoff test, factorial analysis and structural equations modeling. The results revealed that whatever
Introduction
Organizations have to focus on employees specifically as their most important property at present. It is because employees play the main role for success of the organization. Thus, internal marketing beside external marketing is one of the programs that the organization should deal with. Internal marketing is one of the strategies of the organization that is utilized to execute the plans. The related studies in this regard demonstrate that internal marketing activities improve competitiveness of the firm through influence and creating motivation in employees and enhance competency. Generally speaking, implementation of internal marketing in service organizations will equip them with competencies and capabilities that enjoying environmental opportunities will be led to enhancement of their performance. The effect of internal marketing on organization-based self-esteem at Isfahan University of Medical Sciences was studied in the current paper. This topic was selected due to several reasons including up-to-dating of the topic, previous studies and the researcher's interest and tendency towards this issue which encouraged him to perform research in this regard. This investigation was performed by collecting preliminary theoretical information about internal marketing and organization-based self-esteem as well as internal and external research background, choosing research framework and data collection and analysis by means of standard statistical methods. The results illustrate that there is a significant relationship between internal marketing and organization-based self-esteem.
Research Literature Review

Definition of internal marketing
Ballantyne (2000) believes that internal marketing is a strategy to improve relations among the employees about the determined boundaries inside the organization. According to him, the main purpose of internal marketing is to increase external marketing (Dunmor, 2002) .
Also internal marketing can be defined as a process of absorption, development, motivation and permanent endurance of employees' quality through job as a product and satisfy their needs. In other words, internal marketing is the philosophy of common relationship and contract among the customers and employees (internal customers) (Cahil, 1995) .
According to Gronroos (2000) internal marketing focuses on suitable internal relations among people at all organizational levels. Therefore, a service-oriented and customer-oriented approach is established among employees in dealing with customers. Internal marketing in this viewpoint acts as a comprehensive managerial process that merges and integrates multiple tasks of the firm in two paths. First, employees can experience various processes in a context at all levels of the organization, businesses and activities. Second, employees are prepared and motivated to act in a service-oriented path (Gronroos, 2000) . Accordingly, Denis (1995) believes that internal marketing is a kind of strategic management philosophy that attracts, develops, motivates and maintains the prominent and important employees by providing a high quality work environment and satisfying their needs. Indeed internal marketing is a managerial process to solve the problems related to productivity of internal services, market orientation, successful execution of appropriate plans and customer orientation (Varey & Lewis, 1999) .
Also according to Piercy (2002) internal marketing is regarded as a main tool to implement strategic change in the organization. Hogg and Carter (2000) defined internal marketing as an inseparable part of market orientation that requires using marketing techniques inside a firm in order to create values for the firm.
One of the most comprehensive definitions for internal marketing has been presented by Rafiq and Ahmed (2000) . They defined it as a planned attempt using a marketing approach to overcome organizational resistance against change and motivation and coordination as well as cross-functional coherence of employees for effective execution of functional and organizational tasks and obtaining customer satisfaction through the process of creating motivated and customer-oriented employees.
Generally, regarding the difference between internal and external marketing it can be stated that in internal marketing the product can be studied at three infrastructural, strategic and functional levels. Comparison of internal marketing mix and external marketing mix is shown in Table 1 . December 2013 , Vol. 3, No. 12 ISSN: 2222 Many experts believe that the role and task of internal marketing is to consider jobs as products to satisfy different needs of employees and consider employees as customers. 2-Developing customer-oriented behavior with employees Piercy and Morgan (1991) paid attention to applying the internal marketing skill in a company. They have argued that organizations should adopt a framework similar to its external marketing framework and develop marketing plans. Stimulation and awareness of customer-oriented services and behavior will be the purpose. 3-Tendency towards human resources management According to Joseph (1996) , internal marketing should be combined and integrated with theories, technologies and principles of human resources management. Cooper and Cronin (2000) believe that internal marketing is consisted of attempts inside the organization to teach and encourage employees in order to offer better services. 4-Internal exchange Back et al. (1994) suggested that superior performance of the organization will be realized through improving the exchange relations among the firm and its employees and this is the first movement in achieving purposes of the organization in the external market.
Organization-based self-esteem
Organization-based self-esteem refers a special self-esteem for organizational environments and employees' perception of their organization and is composed of previous experiences of work failures and successes.
It reflects self-perception competency of the individual in the organization. Pierce et al. (2010) defined organization-based self-esteem as perception degree of employees and organizational members can satisfy their needs by sharing the roles in the organizational environment. It is a degree that employees perceive about themselves as an important, effective and valuable person in their firm. To put it differently, organization-based self-esteem is a factor that enhance the individual's trust and confidence towards the organization (Ghaedi et al., ---).
Structure of organization-based self-esteem was developed by Pierce, Gardner, Cummings and Dunham (1989) . Organization-based self-esteem is regarded as perception degree of employees about themselves as an important, effective and valuable person in their firm (Pierce et al., 1989) . In other words, it believes that value is associated with the organization. According to Pierce et al. (1989) organization-based self-esteem develops in social environment of the organization and is the result of messages that the individual receives about his/her competencies. It is increased when supervisors establish encouraging challenges and situations and also when the job is challenging and complicated (Phillips, 2000) . High organization-based self-esteem gives rise to the need to progress, challenge and inherent job motivation and enhancement of educational level (Tang & Gilbert, 2000) .
Hypotheses
Primary hypothesis
Internal marketing is effective on employees' organization-based self-esteem at Isfahan University of Medical Sciences. The secondary hypotheses (according to the conceptual model) are as follows:
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December 2013 , Vol. 3, No. 12 ISSN: 2222 523 www.hrmars.com/journals 1-Employee participation is effective on employees' organization-based self-esteem. 2-Work environment is effective on employees' organization-based self-esteem. 3-Payments are effective on employees' organization-based self-esteem. 4-Managerial styles are effective on employees' organization-based self-esteem.
Research model
The conceptual model was proposed in this survey based on theoretical principles as it is shown in Figure 1 .
Figure 1-Research model
Characteristics of the statistical population and statistical sample
The statistical population included formal employees of Isfahan University of Medical Sciences in 2013 who were equal to five hundred. Simple random sampling method was used. The number of sample under study using the formula to determine the sample size was equal to 154 persons. 
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Data analysis Testing of hypotheses
Values of t statistic were used to test each path and existence or non-existence of a path was tested through software. These values are displayed in December 2013 , Vol. 3, No. 12 ISSN: 2222 Table 5 shows the results of structural equations model and testing of hypotheses. The results of hypotheses testing are shown through significance of effective factors on organization-based self-esteem by means of t-statistic and effect degree of the above factors through standard coefficients. Liao (2009 ), Spirous (2006 and Sanaee (2008) . The results demonstrate that internal marketing is totally effective on organization-based self-esteem and organizationbased self-esteem is increased if internal marketing is increased. Secondary hypothesis one: Employee participation is effective on organization-based selfesteem. The obtained results of this survey are consistent with some findings by Safari et al. (2011) . They show that employee participation has a significant effect on organization-based self-esteem. Secondary hypothesis two: Work environment is effective on employees' organizationbased self-esteem. The obtained results of this survey are consistent with some findings by Rafiq and Ahmed (2003) and Ghorbani (2010) . They show that work environment is effective on employees' organization-based self-esteem.
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Secondary hypothesis three: Payments are effective on employees' organization-based selfesteem. The obtained results of this survey are consistent with some findings by Gardner, Dean and Pierce (2004) and Ahmed and Rafiq (2003) . Results showed that payments are not effective on employees' organization-based self-esteem. It means that those who earn a higher wage do not have a higher organization-based self-esteem.
